4/19/93 

BENSON & HEDGES * MAXWELL HOUSE 
7/93 DIRECT IVIAIL CONTINUITY PROGRAM 
CREATIVE BRIEF 


BACKGROUND 

Currently, Benson & Hedges is not supporting 100s through general awareness advertising. Instead, the 
brand relies on promotions (primarily Direct and FSIs) to communicate with B&H consumers and maintain 
share. 

All continuity items are now offered for pack UPCs instead of canon UPCs. B&H 100s first implemented 
this requirement in the 3/93 Inventory direct mail program. PSC and Consumer Affairs have reported that; 
• Nearly 50% of the calls to the 800 number (2.2% of the mailing audience) were from consumers 
who W'cre irate that B&H did not give them forewarning of the switch from carton UPCs to pack 
UPCs as the requirement for continuity programs. 

» When probed, consumers were also intimidated by the quantity of pack UPCs required (115 per 
item), despite having sent in the carton UPC equivalent for the Pasta Set. 

It is too early to determine what effect this change in requirements w'ill have on B&H promotions and 
ultimately, brand share performance. 


PROMOTION OBJECTIVES 

• Increase long term purchase continuity among B&H consumers and alternate purchasers of B&H. 

• Encourage consumers to save and redeem large quantities of pack UPCs. 


STRATEGIES 

• Develop a cost efficient, long term B&H 100s continuity program. 

• Offer more, less expensive continuity items that have low UPC values, thus encouraging multiple orders. 
Items must still have high perceived value among consumers. 


TACTICS 

Deliver a direct mailing that communicates a long term continuity program to consumers who ai'e recently 

responsive to B&H promotions. 

• Offer Signature Collection coffee related premiums for B&H pack UPCs, 

• Offer a variety of free Maxwell House product samples and same brand price-off coupons for B&H pack 
UPCs. 

• Maxwell House has expressed a preliirdnary interest in this promotion. 

• Research and past co-funded promotion response indicate that coffee/tobacco promotions appeal 
to similar demographics: 

• Almost 80% of smokers drink coffee and almost a third of coffee drinkers smoke.* 

* During 10/91, B&H and Maxwell House co-funded a retail promotion. On-carton coffee 
samplers (205M) were offered free with the purchase of a B&H carton. Enclosed in the 
sampler was a B&H Signature Collection Bistro Set offer and a coupon for $.75 off any 
can or bag of Maxw'ell House. Field Sales Force depleted incentive inventory at KDC and 
reported complete sell through of promotion at retail. The response to the Bistro Set offer 
was 9%, a rate consistent with PM in-carton offers. The Maxwell House coupon generated 
a 11.53% response, a rate that is higher than industry standards for price-off coupons. 

• Provided the 7/93 DM performs as estimated, replace the 10/93 "Entertaining with Style" Signature 
Collection with a co-funded DM recontact mailing that features Maxwell House products, other PM 
products (Toblerone, DiGiorno, etc.) and related premiums for B&H pack UPCs. 

*Source: MRI cross usage data through 1990. 


Source: https://www.industrydocuments.ucsf.edu/docs/glgn0004 


2045576002 



The mailing will be delivered to 600M consumers: 

• B&H 100s smokers and competitive full margin smokers who have B&H in their consideration set 

* All have recently responded (1991 - present) to B&H coupon and/or continuity offers 

• 70% Female/30% Male* 

* Primary Age: 35-54* 

♦ 38% Non-menthoI/36%' Menthol/26% Unknown* 

• 31% Lights/25% FF/17% DUL/27% Unknown* 

* Per 3/93 Inventory Mailing pull profile. May change slightly because of database updates 3-7/93. 


GEOGRAPHY 

The m ailin g will be a nationwide drop. 


TIMING 

The promotion should begin mailing w/o 7/5/93. Approximately 11 1/2 week.s remain until goal date. 


OFFERS 

CONTINUTTY COLLECTION: 

• Signature Collection premiums for B&H pack UPCs 

• Set of 4 oversized coffee mugs and matching snack plates for 50 pack UPCs 

• Coffee canister for 50 pack UPCs 

• A variety of Maxwell House product samples and same brand price-off coupons for B&H pack 
UPCs. For example, consumers can choose from**: 

• Free 1 lb. bag of Maxwell House 1892 and 3 price-off coupons for future purchases of 
Maxwell House 1892 for 50 pack UPCs 

• Free 4 pack sample of Cappio and 3 price-off coupons for future purchases of Cappio for 
50 pack LTCs 

• Free 1 lb. bag of Maxwell House Colombian Supreme and 3 price-off coupons for future 
purchases of Maxwell House Colombian Supreme for 50 pack UPCs 

COUPONS: The mailing wUl include two $2 off carton or 4 packs coupons good on any style B&H. 

BOUNCE BACK: Consider offering B&H price-off coupons with fulfilled item. 

**Pending final input from Maxwell House. 

COMMUNICATION PRIORITIES: 

• Benson & Hedges 100s 

• Branding 

• Positioning (Long & Smooth) 

• Signature Collection 

• Maxwell House free product samples and price-off coupons 

CREATI\T CONSIDERATIONS 

• Please consider creating a catalogue to merchandise the continuity items. Depending on the item offered, 
devote a page to the product sample, same brand coupons and provide a story relevant to the product. 
(Maxwell House information to follow.) 

« The letter, order form and catalogue should all contain: 

• the 800 number 

• copy stating that items are free with pack UPCs, carton LiPCs are not good on this offer 


CREATIVE CONSIDERATIONS (cont.) 


Source: https://www.industrydocuments.ucsf.edu/docs/glgn0004 


2045576003 



• Because the mailing is Signature Collection themed, creative should incorporate black, red and gold 
coloration and a mortise treatment. 

• The Inventory order form is consumer friendly and succinct. Please refer to it when developing the 7/93 
order form. Specifically: 

• The following information should be a direct pick-up from the Inventory piece: Pack UPC visual, 
highlighted Substitution copy, highlighted Excess UPC copy and format of order grid. 

• No reference should be made to Pasta Set certificates or bonus UPCs. 

• The OCR code must appear on three elements: the letter, the order form and the coupons. For cost 
efficiencies, please make sure these elements are all part of one form so that they may be lasered together. 


BUDGET 

The per piece cost is $.85 which includes development, photoshoot, A&K, printing and postage. 

NEXT STEPS 

• Project kick-off meeting w/o 4/19 

• Preliminary concepts, schedule and budget due 4/30 


Source: https://www.industrydocuments.ucsf.edu/docs/glgn0004 
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